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A.P. Woodhaus Communcation Plan Book  
How to effectively research and implement successful awareness and 
communication strategies with limited financial resources, done for an example 
for client, A.P. Woodhaus Custom Woodwork 
 
Client: A.P. Woodhaus Custom Woodwork 
 
Executive Summary 
  A communication plan consists of planning, research, and tactics needed 
to implement the right message to the right group of people. In this instance the 
subject is a new small business, A.P. Woodhaus Custom Woordwork. This 
business is the first venture of recently retired high school teacher Allan 
Hausfeld. The main goal of the business is the continuation of an enjoyable 
hobby rather than a supportive revenue. This will give A.P.W. the freedom to 
offer the best personal design experience of any other custom furniture options.  
 This message of in depth personal design process will be aimed at the 
narrow target audience of highly educated home-owning families within a one-
day’s drive of Northern Illinois. A number of tactics including a website, 
Facebook, strategically placed brochures, Personal Networking, press releases, 
and Yellowpages in this first year that will develop the brand inexpensively. This 
one year plan may be extended or the addition of more listed advertising options 
may be used to further build the client base after evaluation of the success of the 
first round of tactics.  
 This plan has been created to be conservative and start slowly for the new 
business and may be used as a template for other similar businesses that are 
just starting out and want inexpensive awareness building communication 
options.  
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Problem Statement:  
  For A.P. Woodhaus, the products being sold will be high-quality, 
expensive, and in a specific woodwork style, Early American & Colonial. The 
major problems that will need to be addressed in selling this product is finding the 
very slim niche audience that is looking for this kind of product and getting the 
message out to them that A.P. Woodhaus is the company to work with. To start a 
business with a very niche market major problems to be addressed are as 
follows: 
1. Who is the target audience? 
2. What affordable communication tactics can be used to reach them? 
3. How is this product unique and different from the competition?  
  In this document, I will focus on solving these three problems in a way that 
can be easily related to other small businesses facing similar challenges.  
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Situation Analysis:  
  This section includes information that will define the brand of A.P. 
Woodhaus. The background of the business will serve as material for clients to 
learn more about the experience of A.P. Woodhaus online and in other media. 
The competition is also discussed to show how A.P. Woodhaus can be 
differentiated from other companies. Last, the SWOT analysis will show where 
A.P. Woodhaus excels and what can be emphasized to promote the uniqueness 
of the products.  
  BACKGROUND: A.P. Woodhaus Custom Woodwork is owned and 
operated by sole proprietor Allan Hausfeld. At this point the business is still a 
future endeavor. There is little set up as a business plan or online presence. This 
will be a project to be done as a retirement project starting in June when Allan 
completes his last year of high school teaching.  
 Allan Hausfeld has been teaching high school level applied technology for 
37 years. This work included woodworking, small engines, CAD (computer aided 
drafting), and other various design programs. Woodworking experience has been 
a hobby and passion for Allan to create household furniture and other 
furnishings. His style specialty is Early American and Colonial.  
 Resources available to A.P. Woodhaus are limited. At this point the 
woodshop will be in a home two-car garage. Space will be the most limiting 
resource for inventory and work capacity. With limited space, only one or two 
large pieces may be worked on at once. Also, there is little room for any 
inventory. The space also forces some of the equipment to be put-away while 
others are being used to maintain a comfortable and safe workspace. This will 
use a lot of time when an equipment change is needed.  Another limiting 
resource is the equipment itself. A.P. Woodhaus currently has most necessary 
equipment for most any of the planned pieces that would be built, but it is all 
personal home sized equipment. The equipment is meant for home projects, not 
constant work. Therefore, without industrial sized machines, larger pieces will be 
more difficult to build with the smaller capacity of the machines. Also, more 
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constant use of this equipment will need more maintenance to keep in good 
working order  
   In order to relate this back to the brand’s communication, a small work 
capacity re-enforces the exclusivity of the product. Each piece is truly hand made 
and will take a lot of time to complete in relation to larger companies. This 
message can be translated into a high quality, hand-made product, that is more 
personal and special than a custom piece built by a larger company.  
   COMPETITION: General competition will be any business that sells wood 
furniture and furnishings. Many large companies such as Bassett Furniture offer 
custom build options, but it is not a personal experience. For example the Bassett 
Furniture custom piece builder is a list of a few set sizes and options for the top 
finish. For clients looking for the custom and personal experience they will get at 
A.P. Woodhaus, a disconnected online experience with Bassett or something 
similar will not be satisfactory.  
  In the northern Illinois area, according the the Yellowpages, there are 
many local woodworking companies, but they focus on more large scale projects 
such as full room built-in pieces and kitchens. These larger businesses have 
furniture as part of their portfolios but it is not the focus. Also, there are very few 
easily accessible direct competitors to A.P. Woodhaus. According to the 
Yellowpages, nearly all of the “single-name” companies do not have websites. 
This lack of a platform to build a brand on is a large weakness for these other 
companies. In addition, the fact that these other companies work mostly on large 
scale projects alludes that this is the career of the workers that need to continue 
work as their livelihood. A.P. Woodhaus is a hobby turned business that will not 
be a pressure on clients to go bigger or make fast decisions. A.P. Woodhaus is 
about making the right piece for the right person. A list of companies that could 
be viewed as competition may be found in (Appendix VI). These other 
businesses may also be a resource to reach out to as an outside contractor for 
clients that want a referral for building a custom furniture piece if it is not 
something that the other companies want to or can offer their clients.  
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  To simplify the information on competitors, I have developed a positioning 
statement for the two main categories of competitors, large business furniture 
stores (ex Bassett) and local independent contractors (ex. Roselle 
Woodworking).  
  1. (Large furniture stores). A.P. Woodhaus is a personal custom furniture 
experience that will create the right piece for the right place in your house to fit 
perfectly and make it a home.  
 2. (Local contractors). A.P. Woodhaus specializes in building you the best 
wood furniture and furnishings for you with no pressure to upgrade or make fast 
decisions.  
   SWOT Analysis: The SWOT analysis of A.P. Woodhaus reveals that at 
this beginning stage of the business building awareness and developing the 
brand is most important. The weaknesses and threats will be larger factors for 
when the business grows. But for starting out A.P. Woodhaus has experience, 
infrastructure, and examples of work, this is enough to start work at the slow 
pace desired by A.P. W. for starting. Awareness of the existence of A.P. 
Woodhaus will start to bring in a trickle of work to satisfy the start of the business.  
STRENGTHS 
Experience 
Ready-made portfolio of pieces in home 
No pressure on clients 
WEAKNESSES 
Small Capacity 
 Little Business Infrastructure 
 Little Internet Sales/Design Knowledge 
 Narrow Range of Styles 
OPPORUNTITES 
Large network of past students and  
co-workers in the area to start word of mouth. 
Knowledgeable of many local stores and 
activities that attract people with similar 
interests in design.  
Few direct competitors in the immediate area.  
THREATS 
Poor economy 
Narrow niche 
 
  The opportunities are plenty and relatively simple to act on. Allan, has 
been working in the same school for 37 years, in that time he has obtained a 
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network of many past co-workers and students. These are all potential customers 
or word of mouth resources. These existing relationships will be valuable to send 
information to so they can either act on it themselves or pass along the info to 
friends looking for what A.P. Woodhaus can offer with the credibility of them 
knowing Allan. This database will be a starting point for A.P. woodhouse to reach 
out to with e-mail or direct mail. Also, Allan and his wife Donna have been 
vacationing in the Chicago area for that same amount of time. They both share 
interest in historical and culturally interesting locations such as museums, towns 
with historical significance, and other similar places. These will be good places to 
distribute business cards and brochures because they will attract people with 
similar interests to Allan and Donna and those are the people that will share the 
interest and appreciate the custom woodwork that A.P. Woodhaus will be 
creating.  
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Marketing Goals and Objectives: 
  As mentioned in the Situation Analysis, building awareness is going to be 
the main goal of this communication plan for A.P. Woodhaus. As a new business 
that is looking to start slowly, inexpensive awareness growth is going to be the 
most valuable tactic. To do this, a strong brand identity needs to be developed. 
The identity then must be implemented in various media including a website, 
Facebook, press releases, word of mouth, brochures, and business cards. Since 
these platforms are not yet established, the objectives will be broken into 
grouped tiers outlining the successive needs.  
Objectives: Tier 1: Creation of media  
 1. Complete a professional and unique web page by August 2012. 
  2. Complete a professional Facebook profile and fan page by June 2012.  
  3. Complete a business brochure and business card by August 2012 
  4. Distribute press releases to at least 10 relevant publications by  
               August 2012. (See Appendix X for Press Release and Tactics for a 
      list of relevant publications). Continue to distribute press releases at  
               least once every two months to 5 more publications or websites, until  
               the story is written by at least 4 publications.  
  5. Distribute Business Cards and Brochures to at least 50 local relevant  
               locations (stores, museums, historical tourism activities) by October  
               2012.  
  6. Reach out to at least 40 past co-worker & student prospects by October  
               2012.  
Objectives: Tier 2: Media Participation 
 1. Gain at least 2000 website hits by December 2012.  
  2. Gain at least 250 Facebook “Likes” by December 2012. 
  3. Receive at least 300 e-mails of interested clients by December 2012. 
 4. Have at least 1 story written in a local online or print publication by  
               December 2012.  
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Objectives: Tier 3: One-Year Participation – All to be completed by August 2013 
  1. Gain at least 10,000 website hits.  
  2. Gain at least 500 Facebook “Likes.”  
  3. Receive at least 40 e-mails of interested clients per month. 
  4. Have at least 6 news stories written about the company in publications  
      or online.  
  5. Distribute brochures and business cards to at least 150 stores and  
        cultural attractions in the Northern, IL and Southern Wisconsin areas.  
  6. Create a database of at least 100 past students and co-workers in the  
       area and  contact them with the new business information.  
 The objectives above should successfully measure the success of building 
awareness in the first year of the business starting. With all the counters starting 
at zero, the objective numbers are high but achievable if all the media creation 
objectives come out on time. If the creation of media gets behind, then the tier 
two & three objectives should be pushed back an equal amount of time before 
expecting a similar outcome. It is also a recommendation that everyone goes live 
at once for a multiplatform experience; this will promote a more professional and 
full experience rather than if only one section of media is done. The primary 
media to be set up is the website, then Facebook. Once these media are set, the 
press releases and brochures and business cards may be created once 
everything is set and ready to go live.  
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Communication Message Objectives 
 In order to achieve the goal of building awareness through the 
aforementioned objectives the messages sent through the media must hold a 
unique value to them that shows the benefit of investing in a piece of A.P. 
Woodhaus Custom Woodwork furnishing.  
The benefits that need to be communicated and highlighted in the media is: 
- The piece will make your house a home. 
- Personal experience designing your piece. 
- No pressure to upgrade or make fast decisions. 
- Built with passion and experience. 
- Custom built and sized to your exact needs. 
- Will Last generations if properly cared for. 
- Bought locally. 
- Handmade in USA. 
The messages from A.P. Woodhaus will need to voice these benefits to 
show the unique value and personal experience that will come with choosing the 
company. This message will be communicated by including biographical 
information in materials about Allan: past work, methods used, testimonials, and 
many photos. Including this in the messages will brand A.P. Woodhaus as a 
personal company that clients will be anxious to work with and get that perfect 
piece built for their home.  
The selling strategy will be to attract interest inquires via facebook, e-mail 
and telephone calls. When the inquiry is followed up on, the client will be asked 
about what type of piece they need, what style want, features, the approximate 
size, and if they have photos from websites or catalogues of a similar piece. Allan 
will then create a rough plan of the piece in a CAD program to send back to the 
client and a rough price estimate. From here the client and Allan may continue to 
change the design if needed and get exact sizes. The piece will require at least a 
50% down payment to cover materials and initial labor costs. As the piece is 
completed, Allan will post photos of the progress on the website, Facebook, and 
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sent directly to the client. When the piece is complete, Allan will deliver it to the 
client and collect the rest of the bill.  
This strategy will set the standard for A.P. Woodhaus as a personal 
experience you wont get from any other furniture builder. The piece is planned 
together by the client and Allan. A design of the piece is computer generated and 
sent to the client with no obligation. Each piece is built to exact specifications to 
fit perfectly in client homes. Clients can watch their piece come to life through the 
photo updates. The builder himself then delivers the piece.  
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Research Summary 
 The following research lead to the formation of the target audience for A.P. 
Woodhaus. What was used includes census spending data, scholarly articles on 
small business advertising, and interviews with a college professor of furniture 
design at Kendall College in Grand Rapids, MI. With the geographic limitations of 
A.P. Woodhaus’s business plan, this information was enough to form a target 
audience and view the viability of the business success in Northern Illinois and 
surrounding areas. Each group of research is followed by a list of insights 
gathered from the information as a summary of how the information will be used.  
 Census information research (Appendices IV) included three U.S. 
spending documents. The documents all offered pieces of useful information in 
regards to narrowing down the target audience.  
1. Retail Trade and Food Services—Sales by Kind of Business: 2000 to  
2010. There was a steep drop in sales at furniture and home furnishing stores in 
2008, but this levels off in 2009 and 2010.  
2. Retail Trade and Food Services—Sales by Type of Store and State: 2009. 
Illinois, Michigan, and Indiana are all on the higher ends of spending in all areas 
in relations to the other 50 states, with Illinois being the highest of the three 
nearby states.  
3. Retail Trade and Food Services—Estimated Per Capita Sales by Selected 
Kind of Business: 2000 to 2009. Since 2008 there was a decline in sales for all 
kinds of business except food costs and health and personal care. In general 
people are spending less money on non-necessities.  
  The optimistic view of this census information shows that the furniture 
industry has room to start growing again with the decline in spending leveled out. 
Also, by being centralized in Illinois, it is a good area with a larger amount of 
spending in all areas than most states. Also Michigan and Indiana, nearby states 
have higher than average spending in all areas in relation to the other 50 states. 
Last, with the poor economy in recent years, people are spending less on 
everything but necessities. This reiterates the importance of reaching out to the 
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right audiences that either have the money to spend on custom furnishings or 
appreciate the style enough to invest in it.  
INSIGHTS:  
1. Illinois has some of the highest consumer spending in the Midwest.  
2. Spending in all areas is down since 2008 except necessities.  
 The articles explored for this plan centralized on small businesses using 
social media. For small businesses, social media can be a great tool if it is used 
correctly. Some examples of social media being used poorly is when a business 
has a profile on to many social media platforms and does not have the resources 
to update the profiles regularly (Duffy, 2011). This would lead to social media 
hurting the business much more than helping it. A profile with its most recent 
most being more than a week old will be seen as behind and not worth “liking.” 
The strengths of the social media is its immediacy and imitated word of mouth 
(McCord, 2009). If platforms are left unattended too and statements are left 
uncommented on, viewers will perceive that the business is poorly organized and 
is disconnected from social media. In addition, the content for social media must 
be well planned out. Social media can’t be expected to work by itself, it needs 
well planned content that is provocative and interesting to the target audience 
(Maul, 2010). This social media information enforces the need to have a plan for 
what the social media is going to be for the company, how much content will be 
placed, and to only take on a manageable amount of social media. See (Tactics) 
for how social media will be used for A.P. Woodhaus.  
INSIGHTS: 
1. To successfully use social media, a strict plan is needed to keep a consistent 
message. The actual use of social media must be planned out for A.P. 
Woodhaus before it starts posting.  
2. Do not be involved in too many social media platforms and neglect them. A.P. 
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Woodhaus will start with Facebook only for this first year plan to test how well the 
business and its clients respond.  
 To gain insight on the current climate of furniture design, an interview was 
held with Gayle DeBruyn, head of the furniture design department at Kendall Art 
College in Grand Rapids, MI. The three main relevant points made by Professor 
DeBruyn regarded; competition resources, current trends in furniture design, and 
advice for start-ups.  
Professor DeBruyn provided a large list of resources to research what 
competition is doing and how to understand the market (Appendix V). These 
resources and publications may be used for inspiration for work or to see how 
other companies are advertising their products. Professor DeBruyn also 
discussed some current trends in furniture design. First of all, Early American and 
Colonial is not in the main stream of current popular designs. This has little 
impact on A.P. Woodhaus because clients will be niche to the style. A.P. 
Woodhaus is not looking to gain national recognition in the main stream of 
modern furniture design Although, she also stressed how main stream furniture is 
being made to last and be multi-use. These attributes are synonymous with A.P. 
Woodhaus pieces and will be emphasized in the brand message.  
The last major category that Professor Debruyn discussed was start-up 
advice. Initially, we discussed the importance of setting this business apart from 
others. This is where clients can find or create that perfect piece that is nowhere 
else and fill that odd space in their home. Some ideas regarding the building 
process would be to have a stream of photos posted of the building process so 
clients can watch their piece come to life. This practice would illustrate the skills 
and personality of the builder and help in creating the brand identity. Last, we 
spoke about some logistics. How should larger pieces of furniture be delivered. 
Professor Debruyn recommended that for an expensive custom piece, blanket 
wrapped home delivery by the builder is best. This enforces the need for clients 
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to be within a one day’s drive of the business location in Roselle, IL. It is difficult 
to trust a piece to a delivery company and this way it further enforces the passion 
in the brand identity.  
INSIGHTS: 
1. Design and architecture publications may be used for inspiration and ideas for 
design by A.P. Woodhaus or its clients. – A.P. Woodhaus should subscribe to a 
number of architecture and design publications, as well as check the websites 
(Appendix V). This give A.P. Woodhaus constant new material to explore and 
have options for clients to look at for ideas in a meeting type setting. 
2. Current building trends is long life and multi-use furniture. - A.P. Woodhaus 
pieces may be designed as multi-use and will last generations if properly cared 
for. These will be important design elements to speak with clients about.  
3. Make the experience as personal and unique as possible. – Design will be 
done together, photos of the work in progress will be sent to clients, and will be 
delivered by the builder. – This level of service will elevate the personal 
experience of working with A.P. Woodhaus.  
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Target Audiences: 
  The major factors that needed to be taken into account for TA is 
geography, income, and interests. Shipping costs and labor for larger pieces is 
more than A.P. Woodhaus wants to take on at first and wants to stay in a delivery 
range of approx. 300 mile radius. Also, due to the customization and and time put 
into each piece, most pieces will be expensive and require clients with high 
disposable incomes. Last, the narrow range of styles will not be for everyone and 
will need clients that share an interest for American history and culture. The 
definition of this target audience follows: 
 
1. Upper middle class families w/o kids or older kids, White collar jobs, Age 39-
69, college graduates with a yearly household income of at least $75,000.00 per 
year, Home owner with a value of at least $250,000.00, have an interest in 
culture and history, and live within a 300 mile radius of Roselle, IL.  
 - These families are a married couple of at least 10 years w/o kids, or with  
             older kids.  
  - These people will spend their leisure time visiting museums and other  
             cultural attractions.  
  - Go out to eat for a main meal at least two times a week.  
  - The comfort and atmosphere of their house is of great importance and  
             personalization of the home has been done or is planned for the future  
             (ex. home additions, remodeling, customized furniture). 
  - Care about the environment and enjoy nature.  
  - Appreciate “homey” décor  
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Brand Personality 
  A.P. Woodhaus has over 35 years of experience of both building furniture 
and teaching. A.P.W. is patient and helpful and able answer any questions you 
have about woodwork pieces and design in understandable terms. His patience 
is also evident in his work, “measure twice, cut once,” mistakes will not slow 
down projects. A.P.W. does not put on pressure to buy or upgrade. Clients will be 
treated with respect and may feel comfortable that they are planning together to 
build the right piece for them. A.P.W. is friendly and welcoming and will bring the 
most personal furniture design experience to his clients.  
  The four main points of A.P. Woodhaus’s personality is: 
  1. Patient & Helpful 
  2. Experienced and knowledgeable 
  3. No pressure atmosphere 
  4. Friendly and welcoming 
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Core Message 
a. Product Insight:  
A.P. Woodhaus furnishings are personally designed for each 
client’s wants and needs. Each piece is built to last generations and 
have an aura to make a house a home.  
b. Customer Insight: 
  Upper middle class educated families are settled into their  
    houses and are personalizing it down to every detail to make it their  
  home.  
c. Emotional Benefit & Value 
For the TA, the atmosphere of their home is as important to them 
as the cultural activities they visit in their free time. Having a piece 
designed and built to fit their home perfectly will be an important 
addition to their home.  
 
d. Functional Benefits 
  Each piece, if cared for properly, will last generations and may be 
   passed through the family. Personalized pieces will fit into any  
           space needed to be filled by the client and hold the proper  
           functionality.   
e. Laddering  
 - Attributes: Perfect Fit, Custom Functionality, Personal Design Process,  
                    Personal Delivery, Cultural Significance, No Pressure 
  - Benefits: No wasted space in house, Has specific needed  
                            function, Not rushed to finalize design 
    - Values: Makes house feel “homey,” Accomplishment and  
                                     satisfaction in getting the perfect piece for what  
                                     was wanted or needed, Comfortable planning  
                                     atmosphere (not rushed or pushed) 
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Big Idea:  
 “A.P. Woodhaus Custom Woodwork works patiently with you to build the 
perfect pieces for you and your home.”  
  This is what will set A.P. Woodhaus apart from other builders and 
contractors, patience. The clients that want a personal experience to plan and 
build the piece will want patience from the builder. This is a luxury that A.P. 
Woodhaus will be able to offer better than all other competitors. Since A.P. W. is 
a hobby turned business, it is not a lifestyle sustaining revenue stream, and can 
take the necessary amount of time with projects. Also, Allan’s history of teaching 
experience will supply the people skills and patience needed to work with clients 
on designing their perfect pieces for their homes.  
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Positioning Statement 
  “For the home-owning and well-educated upper middle class, personalized 
wood furnishings built by A.P. Woodhaus will take the time to work with you and 
design the perfect pieces for you and your home.” 
  This statement is used to establish the brand and what it will do better 
than everyone else. The attributes of patience and no pressure is what A.P.W. 
will be able to deliver better than any other competitor for those who care deeply 
about the atmosphere of their home. No other option will offer a deeper personal 
design experience with less pressure to buy. This is because A.P. Woodhaus 
exists as a passion to build, rather than a necessity to live. As a hobby turned 
business A.P.W. has the luxury of taking the time to do things right rather than 
quickly.  
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Creative Action Plan 
 This portion of the plan will outline the first year implementation of tactics 
for A.P. Woodhaus and some future options as well. The tactics are broken into 
two tiers. The first tier is planned tactics for the first calendar year and are either 
PR based or inexpensive advertising to start slow and see what works. The 
second tier are all monetary based advertising tactics. These may be 
implemented at the discretion of A.P. Woodhaus at any time. It is recommended 
that these tactics are not used until a strong brand base is built with the tier one 
tactics in an estimated minimum of 9-12 months.  
 The tactics chosen will intercept the target audience at multiple points of 
interest to them. The TA is older, but uses technology regularly and is likely to 
engage in social media at least a few times per week. As part of an older 
generation, the TA will likely read the local news publication in print or online. In 
relation to this, the TA will use the yellow pages occasionally to find an exact 
service. Having physical A.P.W. materials in the right place at the right time will 
also have a big impact on the TA which like to research and read through 
material before making a purchasing decision.  
 
Tactics (Advertising & Public Relations) 
Tier 1: 
1. Press Releases – usnpl.com (Appendix III) 
   - Daily Herald, Chicago Tribune, Bloomingdale Press, Oak Park Journal,  
       Naperville Reporter, Naperville Sun, Itasca Press, Roselle Reporter, & 
              Wheaton Leader – contact information may be found at usnpl.com 
  This list of local publications is some of the most likely to publish a story 
on A.P. Woodhaus. All of these surrounding area publications will be familiar with 
Allan’s former school district and/or are in a wealthy and cultured neighborhood.  
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2. Personal Contact Correspondence 
   This tactic is unique to what Allan Hausfeld of A.P. Woodhaus can do for 
himself. With 37 years of teaching at the same school in the same area, Allan 
has a large network of past co-workers and former students that live in the area. 
These people may be used as a network of potential clients and/or word of mouth 
projectors. The letter or e-mail to be sent out will be a friendly hello and include 
information of the new business (Example: Appendix I). This has the potential to 
be a very lucrative tactic because there is built in credibility with past co-workers 
and students that know Allan and are familiar with his work.  
3. Facebook (Appendix VII) 
   A fan page on Facebook is becoming a very valuable tool for small 
businesses if it is used correctly. The new fan page format as of March 2012 
offers many opportunities to make an exciting environment for businesses on 
Facebook at little or no cost. The importance of the personal experience given by 
A.P.W. will be able to be even better voiced through the social media platform 
with instant comments and photos of pieces and work in progress.  
4. Brochures (Appendix VIII) 
   Physical brochures will be effective when placed at places of interest that 
parallels the message and culture of A.P. Woodhaus, such as cultural and 
historical attractions and local town specialty shops. These should be 
replenished every three months in September-May, but every month June-
August to compensate for high vacation traffic in locations.  
5. Yellowpages  
   This old standby should not be ignored with the older generation TA. For 
such a specific service requested the Yellowpages may be easier and more likely 
than a Google search.  
 
Tier 2: 
1. Google Ad Words 
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 Ad Words will be helpful when the TA does choose Google to search for 
custom furniture builders. An example ad message for Ad Words to 
emphasize the brand identity would be: 
“Personal Wood Furniture Design 
Patience, not Pressure 
aph_woodhaus.com” 
  Bringing this message into the correct searches should include the 
following search terms: 
  Personal furniture, custom furniture, wood furniture, how to make wood 
furniture?, Early-American Furniture, Colonial Furniture, & Mission Furniture 
2. Facebook Ads 
  The ability of Facebook to get very narrow with ads could be very useful 
for A.P.W. This could be used to advertise on pages of similar companies or 
cultural attractions that attract the same TA.  
3. Local Publications – Display and/or classified advertising (see tier 1 press 
releases for a list of publications) 
  This would be another way of reaching possible local area clients. The 
niche is so narrow this would probably be reserved for a strategic special 
advertising section by a publication or a trial run in the classified section.  
4. Relevant Magazines & Websites: Midwest Living, Yankee, Country Living 
   A number of magazines would attract the TA and similar groups of 
potential clients for A.P.W. Advertising in these magazines or on their websites 
will gain significant exposure among this narrow group.  
 
Tactic Implementation Calendar 2012-2013 
 Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul 
TIER 1             
Press 
Release 
            
Facebook             
Personal 
Contacts 
            
Brochures             
YellowPage             
TIER 2             
Google Ad 
Words 
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Facebook 
Ads 
            
Local Print             
Magazine             
Evaluation 
  Evaluating the success of this plan will be a simple task. The objectives 
laid out are all easily measured by numbers of hits, “likes”, and responses. All of 
these numbers will be easily accessible for checking progress regularly. To keep 
track of progress three main evaluation dates are set in place, October 2012, 
December 2012 and August 2013. Or if the plan is started on a different time 
period: 3 Months, 5 Months, and 12 Months. The list of objectives is below:    
Objectives: Tier 1: Creation of media  
  1. Distribute press releases to at least 10 relevant publications by  
               August 2012.  
  2. Distribute Business Cards and Brochures to at least 50 local relevant  
               locations (stores, museums, historical tourism activities) by October  
               2012.  
  3. Reach out to at least 40 past co-worker & student prospects by October  
               2012.  
Objectives: Tier 2: Media Participation 
 1. Gain at least 2000 website hits by December 2012.  
  2. Gain at least 250 Facebook “Likes” by December 2012. 
  3. Receive at least 300 e-mails of interested clients by December 2012. 
 4. Have at least 1 story written in a local online or print publication by  
               December 2012.  
Objectives: Tier 3: One-Year Participation – All to be completed by August 2013 
  1. Gain at least 10,000 website hits.  
  2. Gain at least 500 Facebook “Likes.”  
  3. Receive at least 40 e-mails of interested clients per month. 
  4. Have at least 6 news stories written about the company in publications  
      or online.  
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  5. Distribute brochures and business cards to at least 150 stores and  
        cultural attractions in the Northern, IL and Southern Wisconsin areas.  
  6. Create a database of at least 100 past students and co-workers in the  
       area and contact them with the new business information.  
 The evaluation should be monitored on a regular basis but these three 
main evaluation periods should be thorough. If the tier two paid advertising 
tactics are brought into play a comprehensive evaluation should take place 
before signing up for more monetary tactics.  
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Summary 
  This plan for A.P. Woodhaus is conservative. This is not a business that 
would benefit from investing in a lot of monetary advertising. The pace of the 
business is slow because it is a new endeavor, and it is the desired pace of the 
owner who is using this as an extension of an enjoyable hobby rather than a 
supportive income. This first year is about developing the brand and starting a 
small list of clients to grow from. In addition, this is a very narrow niche of product 
that will be sold to an equally narrow target audience and most paid advertising 
will have many wasted impressions. As shown throughout the plan word of mouth 
and appealing to specific interest of the Target Audience will be the best way to 
start a client list to build from.  
 For future communication, monetary advertising is an option, but for at 
least the first 9-12 months public relations and brand developing tactics are 
recommended to give the company a strong footing with itself. By the 6 month 
mark it will be evident if the tactics in this plan have been working. At this time the 
tactics may be adjusted to fulfill the objectives if needed.  
  The conclusion of this plan book is a packet of appendices referred to 
throughout the plan with a lot of good information and examples of developed 
tactics.  
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Appendices 
1. Professional Letterhead – With Example Correspondence 
2. Logo Design 
3. Example Press Release 
4. Census Information  
5. Useful Websites 
6. Competition 
7. Facebook Fanpage 
8. Brochure Example 
9. Website Example 
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APPENDIX I: Professional Letterhead w/ Ex. Correspondence 
 
 
Sole Proprietor: Allan Hausfeld … aph_woodhaus.com … 630-980-8775 
775 Edenwood Drive Roselle, IL 60172	  
 
Hello Rob, 
  I hope retirement has been treating you well. As you may have heard I just 
retired this past year and to keep busy I am starting to do custom woodwork for 
people since my house is just about full. I am specializing in building the right 
piece for the right place in your home that will fit perfectly with your help to design 
what you want it to be. I work mostly with hardwoods in simple, sturdy and long 
lasting styles.  
  If you or anyone you know is looking to fill a place in their home with a 
specific piece feel free to pass along my contact information. I’m including a few 
business cards and a brochure in this envelope with examples of my work. I also 
have a website and Facebook page with more information.  
  Give me a call anytime, we should get together and catch up soon.  
- Allan 
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A.P. Woodhaus Facebook … 630-346-8740 … aph_woodhaus.com 
APPENDIX II: Logo Designs 
 
1. Facebook Timeline 
 
 
 
2. Horizontal Logo 
 
 
 
3. Square Logo 
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APPENDIX III: Example Press Release 
Sole Proprietor: Allan Hausfeld … aph_woodhaus.com … 630-980-8775 
775 Edenwood Drive Roselle, IL 60172	  
FOR IMMIDIATE RELEASE 
MAKE YOUR HOUSE A HOME WITH PERSONALIZED WOOD FURNITURE  
 
Allan Hausfeld recently retired from 37 years of teaching high-school applied technology 
to start his own custom wood furnishings business 
Roselle, IL (April 15, 2012) – “To make your house a home.” This is the main goal Allan has 
when he is building a custom piece for your home. Allan has been building wood furnishings for 
over 35 years and teaching high school for 37 years. 
In his 37 years at Hoffman Estates High School in Hoffman Estates, IL, Allan taught applied 
technology and was the department chairman for his last 10 years of the time. Applied technology 
classes taught by Allan included woodworking, small engines, and CAD (computer aided 
drafting).  
 
In his suburban home, Allan has built much of the wood furniture and furnishings. The main styles 
he specializes in are: Early American, Colonial, and Mission style. Much of his work has been 
inspired by Allan and his wife Donna’s interest in American history and culture.  
 
Now in retirement, Allan is going to move ahead into using his skills as a business, crafting wood 
pieces to sell. Work will range from simple furnishings such as valences & frames to larger 
furniture pieces. Custom pieces will be the specialty to fit in that awkward sized spot in a house 
with the perfect sized piece. In hopes that the perfect fit quality and the real wood style will make 
houses into homes for Allan’s clients.  
Please see contact information above for further questions.  
 
### 
 
 
 
APPENDIX IV: Census Information  
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662  Wholesale and Retail Trade
U.S. Census Bureau, Statistical Abstract of the United States: 2012
Table 1053. Retail Trade and Food Services—Estimated Per Capita Sales by 
Selected Kind of Business: 2000 to 2009
[Estimates are shown in dollars and are based on data from the Annual Retail Trade Survey and the Census Bureau’s Population 
Estimates Program. Based on estimated resident population estimates as of July 1. For additional information, 
see <http://www.census.gov/popest/estimates.php>. For statement on methodology, see Appendix III]
Kind of business
2007 
NAICS 
code 1 2000 2004 2005 2006 2007 2008 2009
    Retail and food service sales . . . . . . . . . . . . . 44–45,722 11,674 13,160 13,849 14,423 14,770 14,497 13,343
  Retail sales, total . . . . . . . . . . . . . . . . . . . . . . . . 44–45 10,592 11,881 12,505 13,002 13,291 12,996 11,865
    Total (excluding motor vehicle and parts 
      dealers . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 44–45 ex 441 7,766 8,918 9,494 9,980 10,266 10,403 9,658
Motor vehicle and parts dealers  . . . . . . . . . . . . . . 441 2,827 2,964 3,011 3,021 3,025 2,593 2,207
Furniture and home furnishings stores . . . . . . . . . 442 324 355 370 379 369 328 283
Electronics and appliance stores . . . . . . . . . . . . . . 443 292 323 343 361 368 358 321
Building material and garden equipment and 
  supplies dealers . . . . . . . . . . . . . . . . . . . . . . . . . . 444 813 1,010 1,087 1,121 1,066 1,003 875
Food and beverage stores . . . . . . . . . . . . . . . . . . . 445 1,579 1,676 1,722 1,763 1,821 1,878 1,861
Health and personal care stores . . . . . . . . . . . . . . 446 551 682 712 749 788 812 826
Gasoline stations . . . . . . . . . . . . . . . . . . . . . . . . . . 447 886 1,107 1,283 1,415 1,500 1,652 1,267
Clothing and clothing accessories stores  . . . . . . . 448 595 650 681 715 735 710 668
Sporting goods, hobby, book, and music stores  . . 451 270 272 275 280 282 277 265
General merchandise stores . . . . . . . . . . . . . . . . . 452 1,433 1,698 1,788 1,858 1,920 1,961 1,931
Miscellaneous store retailers . . . . . . . . . . . . . . . . . 453 383 361 368 386 391 372 344
Nonstore retailers  . . . . . . . . . . . . . . . . . . . . . . . . . 454 640 783 866 954 1,026 1,051 1,019
Food services and drinking places, total  . . . . . 722 1,082 1,279 1,344 1,421 1,479 1,501 1,478
1
 North American Industry Classification System, 2007; see text, Section 15.
Source: U.S. Census Bureau, “2009 Annual Retail Trade Survey,” March 2011 <http://www.census.gov/retail/>.
Table 1054. Retail Trade—Merchandise Inventories and Inventory/Sales 
Ratios by Kind of Business: 2000 to 2010
[Inventories in billions of dollars (406.8 represents $406,800,000,000). As of Dec. 31, seasonally adjusted. Estimates exclude food 
services. Includes warehouses. Adjusted for seasonal variations. Sales data also adjusted for holiday and trading-day differences. 
Based on data from the Monthly Retail Trade Survey, Annual Retail Trade Survey, and administrative records; see Appendix III. 
Data have been adjusted using results of the 2007 Economic Census]
Kind of business
2007 
NAICS 
code 1
Inventories Inventory/sales ratio
2000 2005 2009 2010 2000 2005 2009 2010 
  Retail Inventories, total 2 . . . . . . . . . . . . . . . . . . . . . . . 44–45 406.8 472.2 429.2 455.5 1.62 1.50 1.38 1.35
    Total excluding motor vehicle and parts dealers . . . . . 44–45 ex 441 278.5 319.2 315.8 327.4 1.49 1.33 1.24 1.21
Motor vehicle and parts dealers  . . . . . . . . . . . . . . . . . . . 441 128.3 153.0 113.4 128.1 2.02 2.08 1.96 1.92
Furniture, home furnishings, electronics, and 
  appliance stores  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 442, 443 25.7 30.8 26.5 27.9 1.85 1.72 1.71 1.78
Building material and garden equipment and 
  supplies dealers . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 444 34.3 45.1 43.0 43.8 1.75 1.64 1.97 1.79
Food and beverage stores . . . . . . . . . . . . . . . . . . . . . . . . 445 32.2 33.8 37.2 37.7 0.85 0.78 0.77 0.77
Clothing and clothing accessories stores  . . . . . . . . . . . . 448 36.8 43.3 41.8 43.1 2.61 2.51 2.44 2.39
General merchandise stores . . . . . . . . . . . . . . . . . . . . . . 452 65.0 74.2 69.9 73.7 1.87 1.65 1.40 1.44
  Department stores . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4521 42.7 38.0 30.9 31.1 2.17 2.13 1.98 2.02
1
 North American Industry Classification System, 2007; see text, Section 15. 2 Includes other kind of businesses, not shown 
separately.
Source: U.S. Census Bureau, “Annual Revision of Monthly Retail and Food Services: Sales and Inventories—January 1992 
Through March 2010,” March 2011, <http://www.census.gov/retail/index.html>.
Table 1055. Retail Trade Sales—Total and E-Commerce by Kind of Business: 
2009
[3,638,471 represents $3,638,471,000,000. Covers retailers with and without payroll. Based on the Annual Retail Trade Survey; 
see Appendix III]
Kind of business
2007 
NAICS 
code 1
Value of sales 
(mil. dol.) E-commerce 
as percent of 
total sales
Percent 
distribution of 
E-commerce 
salesTotal E-commerce
     Retail trade, total 2  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 44-45 3,638,471 145,214 4.0 100.0
Motor vehicle and parts dealers  . . . . . . . . . . . . . . . . . . . . . . . . . 441 676,801 17,201 2.5 11.8
Electronics and appliance stores . . . . . . . . . . . . . . . . . . . . . . . . . 443 98,384 1,140 1.2 0.8
Building material and garden equipment and supplies stores . . . 444 268,206 477 0.2 0.3
Food and beverage stores . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 445 570,581 883 0.2 0.6
Health and personal care stores . . . . . . . . . . . . . . . . . . . . . . . . . 446 253,243 177 0.1 0.1
Clothing and clothing accessories stores  . . . . . . . . . . . . . . . . . . 448 204,866 2,965 1.4 2.0
Sporting goods, hobby, book, and music stores  . . . . . . . . . . . . . 451 81,373 1,865 2.3 1.3
General merchandise stores . . . . . . . . . . . . . . . . . . . . . . . . . . . . 452 592,009 220 (Z) 0.2
Miscellaneous store retailers . . . . . . . . . . . . . . . . . . . . . . . . . . . . 453 105,366 2,360 2.2 1.6
Nonstore retailers  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 454 312,470 116,543 37.3 80.3
  Electronic shopping and mail-order houses  . . . . . . . . . . . . . . . 45411 234,667 112,791 48.1 77.7
Z Less than 0.05 percent. 1 North American Industry Classification System, 2007; see text, Section 15 . 2 Includes other kinds 
of businesses, not shown separately.
Source: U.S. Census Bureau, “E-Stats, 2009 E-commerce Multi-sector Report,” May 2011,<http://www.census.gov/econ 
/estats/>.
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Wholesale and Retail Trade  661
U.S. Census Bureau, Statistical Abstract of the United States: 2012
Table 1051. Retail Trade and Food Services—Sales by Kind of Business: 
2000 to 2010
[In billions of dollars (3,294.1 represents $3,294,100,000,000)]
Kind of Business
2007 
NAICS 
code 1 2000 2005 2006 2007 2008 2009 2010
    Retail sales and food services, total . . . . . . . . 44, 45, 722 3,294.1 4,094.1 4,304.2 4,451.7 4,409.5 4,091.7 4,355.4
  Retail sales, total . . . . . . . . . . . . . . . . . . . . . . . . . 44, 45 2,988.8 3,696.7 3,880.1 4,005.8 3,952.9 3,638.5 3,889.5
    GAFO, total 2 . . . . . . . . . . . . . . . . . . . . . . . . . . . . (X) 863.9 1,061.9 1,113.5 1,148.9 1,144.7 1,099.0 1,132.0
Motor vehicle and parts dealers  . . . . . . . . . . . . . . . 441 797.6 890.1 901.7 911.8 788.7 676.8 744.3
  Automobile and other motor vehicle dealers . . . . . 4411, 4412 733.9 819.6 829.0 836.7 712.1 602.3 667.1
    Automobile dealers . . . . . . . . . . . . . . . . . . . . . . . 4411 688.7 754.2 761.9 768.5 652.0 556.9 621.4
      New car dealers . . . . . . . . . . . . . . . . . . . . . . . . . 44111 630.1 682.0 685.6 687.7 576.6 488.2 546.8
  Auto parts, accessories, and tire stores  . . . . . . . . 4413 63.7 70.4 72.6 75.1 76.6 74.5 77.2
Furniture, home furnishings, electronics and 
   appliance stores . . . . . . . . . . . . . . . . . . . . . . . . . . 442, 443 173.7 210.8 220.8 222.2 208.8 185.0 188.7
  Furniture and home furnishings stores . . . . . . . . . 442 91.3 109.4 113.0 111.3 99.9 86.7 88.2
    Furniture stores . . . . . . . . . . . . . . . . . . . . . . . . . . 4421 50.7 58.8 60.1 59.4 53.2 46.6 47.7
    Home furnishings stores . . . . . . . . . . . . . . . . . . . 4422 40.6 50.6 52.8 52.0 46.7 40.1 40.6
Electronics and appliance stores 3 . . . . . . . . . . . . . . 443 82.4 101.4 107.8 110.8 108.9 98.4 100.5
  Appliances, televisions, and 
   other electronics stores  . . . . . . . . . . . . . . . . . . . . 44311 58.3 78.3 84.2 86.3 84.6 75.9 75.5
Building materials, garden equipment, and  
   supply stores 3  . . . . . . . . . . . . . . . . . . . . . . . . . . . 444 229.3 321.4 334.5 321.3 305.1 268.2 284.0
  Hardware stores  . . . . . . . . . . . . . . . . . . . . . . . . . . 44413 16.2 18.9 20.0 20.6 20.3 19.0 19.3
Food and beverage stores 3 . . . . . . . . . . . . . . . . . . . 445 445.7 509.0 526.2 548.9 571.2 570.6 583.3
  Grocery stores . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4451 403.0 457.6 472.1 491.8 512.1 510.6 521.7
    Supermarkets and other grocery (except 
      convenience) stores. . . . . . . . . . . . . . . . . . . . . . 44511 (NA) 435.3 448.9 468.6 488.0 487.4 496.4
  Beer, wine and liquor stores  . . . . . . . . . . . . . . . . . 4453 28.7 33.8 36.2 38.3 39.9 40.8 42.1
Health and personal care stores . . . . . . . . . . . . . . . 446 155.4 210.4 223.6 237.4 247.0 253.2 263.0
    Pharmacies and drug stores . . . . . . . . . . . . . . . . 44611 130.9 179.2 191.0 202.3 211.0 217.4 222.3
Gasoline stations . . . . . . . . . . . . . . . . . . . . . . . . . . . 447 250.0 379.2 422.3 452.0 502.5 388.5 453.3
Clothing and clothing access, stores 3 . . . . . . . . . . . 448 168.0 201.3 213.4 221.6 216.1 204.9 213.9
  Clothing stores 3  . . . . . . . . . . . . . . . . . . . . . . . . . . 4481 118.2 145.7 154.6 161.8 158.1 152.2 158.8
    Women’s clothing stores . . . . . . . . . . . . . . . . . . . 44812 31.5 37.0 38.7 40.3 38.4 35.8 37.0
  Shoe stores 3 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4482 22.9 25.3 26.7 26.8 26.7 25.0 26.4
  Jewelry stores . . . . . . . . . . . . . . . . . . . . . . . . . . . . 44831 25.0 28.6 30.3 31.0 29.3 25.7 26.7
Sporting goods, hobby, book & music stores 3  . . . . 451 76.1 81.2 83.5 85.0 84.3 81.4 84.5
  Sporting goods stores . . . . . . . . . . . . . . . . . . . . . . 45111 25.4 30.8 34.0 35.9 37.2 37.2 39.1
  Hobby, toy, and game stores . . . . . . . . . . . . . . . . . 45112 17.0 16.4 16.1 16.4 16.3 15.8 17.5
General merchandise stores . . . . . . . . . . . . . . . . . . 452 404.3 528.5 554.4 578.7 596.5 592.0 609.8
  Department stores (excluding L.D.) 4 . . . . . . . . . . . 4521 232.5 215.3 213.2 209.4 198.7 187.6 186.2
    Discount department stores  . . . . . . . . . . . . . . . . 452112 96.3 84.8 80.3 76.9 70.9 62.8 64.0
  Department stores (including L.D.) 4 . . . . . . . . . . . 4521 239.9 220.7 218.1 213.9 202.9 190.8 188.9
    Discount department stores  . . . . . . . . . . . . . . . . 452112 100.3 87.5 82.7 79.0 72.8 64.4 65.4
    Warehouse clubs and superstores  . . . . . . . . . . . 45291 139.6 271.9 298.0 325.0 352.1 356.5 370.8
Miscellaneous store retailers . . . . . . . . . . . . . . . . . . 453 108.1 108.8 115.1 117.8 113.2 105.4 112.1
  Office supplies, stationery, and gift stores . . . . . . . 4532 41.8 40.0 41.5 41.4 39.0 35.7 35.1
    Office supplies and stationery stores  . . . . . . . . . 45321 22.8 22.3 22.9 23.2 21.9 20.3 20.2
  Used merchandise stores . . . . . . . . . . . . . . . . . . . 4533 10.1 9.5 10.5 11.1 11.2 10.9 12.8
Nonstore retailers 3  . . . . . . . . . . . . . . . . . . . . . . . . . 454 180.7 256.1 284.8 309.1 319.6 312.5 352.8
  Electronic shopping and mail-order houses  . . . . . 4541 113.9 175.9 202.4 223.9 228.5 234.7 270.7
  Fuel dealers . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 45431 26.7 34.5 35.5 37.4 44.0 34.8 38.7
Food services and drinking places 5 . . . . . . . . . . 722 305.4 397.4 424.0 445.9 456.6 453.3 466.0
X Not applicable. NA Not available.  1 North American Industry Classification System, 2007; see text, Section 15. 2 GAFO 
(General Merchandise, Apparel, Furniture, and Office Supplies) represents stores classified in the following NAICS codes: 442, 
443, 448, 451, 452, and 4532. 3 Includes other kinds of businesses, not shown separately. 4 L.D. represents leased departments. 
5
 See also Table 1281.
Source: U.S. Census Bureau, “Annual Revision of Monthly Retail and Food Services: Sales and Inventories—January 1992 
Through March 2010,” March 2011, <http://www.census.gov/retail/index.html>.
Table 1052. Retail Trade Corporations—Sales, Net Profit, and Profit Per Dollar 
of Sales: 2009 and 2010
[Represents North American Industry Classification System, 2007 (NAICS) groups 44 and 45. Profit rates are averages of quarterly 
figures at annual rates. Covers corporations with assets of $50,000,000 or more]
Item
Unit
Total 
retail trade
Food and 
beverage stores 
(NAICS 445)
Clothing 
and general 
merchandise 
stores 
(NAICS 448, 452)
All other 
retail stores
2009 2010 2009 2010 2009 2010 2009 2010
Sales . . . . . . . . . . . . . . . . . . . . . . Bil. dol  . . . 2,032 2,159 389 398 746 773 897 988
Net profit:
  Before income taxes  . . . . . . . . . Bil. dol  . . . 84.1 100.1 6.2 7.3 40.0 48.4 38.0 44.4
  After income taxes . . . . . . . . . . . Bil. dol  . . . 56.2 68.2 3.3 4.3 27.1 33.0 25.8 31.0
Profits per dollar of sales:
  Before income taxes  . . . . . . . . . Cents . . . . 4.1 4.6 1.6 1.8 5.2 6.2 4.2 4.5
  After income taxes . . . . . . . . . . . Cents . . . . 2.7 3.1 0.9 1.1 3.5 4.2 2.8 3.1
Profits on stockholders’ equity:
  Before income taxes  . . . . . . . . . Percent  . . 20.5 22.5 13.4 16.0 22.2 25.9 20.5 20.8
  After income taxes . . . . . . . . . . . Percent  . . 13.6 15.3 7.1 9.5 15.0 17.6 13.6 14.5
Source: U.S. Census Bureau, Quarterly Financial Report for Manufacturing, Mining and Trade Corporations, annual,
<http://www.census.gov/econ/qfr/>.
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664  Wholesale and Retail Trade
U.S. Census Bureau, Statistical Abstract of the United States: 2012
Table 1059. Retail Trade and Food Services—Sales by Type of Store and State: 
2009
[In millions of dollars (4,320,921 represents $4,320,921,000,000). Retail Market Power is based on the Census of Retail Trade 
(CRT), in addition to monthly and annual surveys of retail trade data from the Bureau of the Census and Claritas’ current-year 
demographic estimates. Sales data is calculated by using business sales estimates, business locations, and employee counts. 
Sales at the national level by NAICS code are validated against the 2002 Economic Census (NAICS Majors only) and County 
Business Patterns data provided by the Census Bureau. Based on North American Industry Classification System (NAICS), 
2002; see text, Section 15]
State
Total 
retail sales 
plus food 
services and 
drinking 
places 
(NAICS 
44–45, 722)
All 
retail 
stores 1
(NAICS 
44–45)
Motor 
vehicle 
and 
parts 
dealers 
(NAICS 441)
Furniture 
and 
home 
furnishings 
(NAICS 442)
Electronics 
and 
appliances 
(NAICS 443)
Building 
and 
material 
supply 
(NAICS 444)
Food 
and 
beverage 
stores 
(NAICS 445)
Health 
and 
personal 
care 
(NAICS 446)
  U.S.  . . . . . . 4,320,921 3,862,237 703,512 92,650 101,451 430,041 589,554 255,813
AL  . . . . . . . . 65,008 59,475 11,511 1,373 1,408 7,702 6,968 4,624
AK . . . . . . . . 10,966 9,742 1,589 208 173 981 1,681 180
AZ . . . . . . . . 93,053 83,872 14,690 1,993 3,114 8,240 12,112 4,273
AR . . . . . . . . 38,330 35,248 7,496 652 1,038 4,380 3,779 2,391
CA . . . . . . . . 519,572 458,979 79,126 11,009 17,065 44,951 78,820 28,483
CO . . . . . . . . 75,326 66,795 13,090 1,934 2,044 7,599 11,238 2,531
CT . . . . . . . . 54,372 48,951 8,299 1,300 1,235 6,002 8,324 3,662
DE . . . . . . . . 15,502 13,960 2,638 467 400 1,883 2,476 993
DC . . . . . . . . 6,443 3,885 59 173 88 136 1,214 672
FL  . . . . . . . . 282,928 250,252 49,908 7,425 5,973 23,114 37,840 18,572
GA . . . . . . . . 130,325 115,515 22,075 2,989 2,775 14,991 16,480 8,028
HI . . . . . . . . . 21,626 18,257 2,622 357 376 1,578 3,270 1,348
ID . . . . . . . . . 21,888 20,139 4,342 558 316 2,617 2,604 753
IL . . . . . . . . . 178,910 157,961 26,198 3,305 4,057 16,330 21,607 8,843
IN . . . . . . . . . 85,301 76,262 14,334 1,558 1,805 9,305 8,798 5,290
IA . . . . . . . . . 40,305 36,856 6,998 759 705 5,367 5,413 1,945
KS . . . . . . . . 34,823 31,504 5,967 647 686 3,391 5,436 1,726
KY . . . . . . . . 54,696 49,377 8,213 1,017 768 6,352 6,723 4,153
LA  . . . . . . . . 64,296 58,331 11,018 1,464 1,333 7,672 6,562 4,132
ME . . . . . . . . 21,639 19,827 3,222 298 328 2,587 3,485 1,010
MD . . . . . . . . 82,402 73,007 14,219 2,000 1,784 8,751 14,352 4,159
MA . . . . . . . . 96,567 83,651 14,154 2,331 1,868 9,721 16,679 7,668
MI . . . . . . . . . 128,859 115,837 22,906 2,346 2,932 14,088 14,698 9,053
MN . . . . . . . . 76,969 69,188 11,589 1,513 2,139 8,819 10,433 3,767
MS . . . . . . . . 37,956 34,738 6,108 698 514 4,696 3,740 2,652
MO . . . . . . . . 86,051 77,439 13,510 1,349 1,922 8,605 9,145 4,817
MT . . . . . . . . 16,919 15,527 2,830 425 460 2,312 1,996 559
NE . . . . . . . . 26,964 24,724 4,628 563 471 2,999 2,667 1,263
NV . . . . . . . . 44,768 38,721 6,235 729 1,134 2,923 5,196 1,634
NH . . . . . . . . 27,433 25,354 4,414 433 811 3,267 4,762 1,132
NJ  . . . . . . . . 131,207 117,522 22,115 2,969 3,123 11,436 25,159 9,195
NM . . . . . . . . 27,657 24,906 4,598 487 512 2,503 2,542 1,072
NY . . . . . . . . 267,671 238,440 33,783 6,472 9,058 24,907 41,669 25,298
NC . . . . . . . . 128,140 115,219 22,563 3,244 2,287 15,817 15,235 8,521
ND . . . . . . . . 11,602 10,840 2,284 187 249 1,597 1,218 573
OH . . . . . . . . 145,059 127,801 23,385 2,464 2,901 13,821 20,854 8,451
OK . . . . . . . . 47,207 42,802 9,429 957 612 5,067 3,973 2,552
OR . . . . . . . . 54,704 48,539 8,687 1,128 1,563 5,135 8,215 2,113
PA  . . . . . . . . 174,483 157,876 27,985 3,234 2,800 16,439 25,208 12,040
RI . . . . . . . . . 13,968 12,077 1,980 272 182 1,192 3,447 1,532
SC . . . . . . . . 60,305 53,934 9,322 1,123 768 6,976 7,895 4,389
SD . . . . . . . . 13,759 12,754 2,604 204 312 1,888 1,278 535
TN . . . . . . . . 89,524 80,700 14,358 1,786 1,861 9,888 10,778 7,156
TX . . . . . . . . 336,509 301,778 66,232 8,291 7,244 32,075 42,883 14,208
UT . . . . . . . . 40,796 38,012 7,352 1,129 878 4,147 4,919 1,004
VT . . . . . . . . 10,471 9,666 1,664 184 187 1,378 1,728 633
VA . . . . . . . . 119,784 107,250 18,514 2,743 2,906 12,282 17,666 6,079
WA . . . . . . . . 97,464 88,375 14,311 2,147 1,936 9,586 13,315 3,985
WV . . . . . . . . 24,338 22,227 3,870 330 335 2,665 2,593 1,857
WI  . . . . . . . . 76,252 69,110 12,610 1,282 1,839 8,755 9,502 4,096
WY . . . . . . . . 9,824 9,036 1,879 144 174 1,126 978 213
See footnotes at end of table.
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APPENDIX V: Useful Websites 
 
1. International Woodworking Fair  
http://www.iwfatlanta.com/home  
2. Country Living Magazine 
http://www.countryliving.com/ 
3. Yankee Magazine 
http://www.yankeemagazine.com/home/ 
4. Midwest Living Magazine 
http://www.midwestliving.com/ 
5. Stickely Furniture 
http://www.stickley.com/index.cfm 
6. Thomas Moser Furniture 
http://www.thosmoser.com/ 
7. Highpoint Market 
http://www.highpointmarket.org/default.aspx 
8. American Society of Furniture Designers 
http://www.asfd.com/ 
9. Etsy.com – online craft sales 
http://www.etsy.com/?ref=so_home 
10. Custom Made – more online craft sales 
http://www.custommade.com/ 
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APPENDIX VI: Competition 
http://www.bassettfurniture.com/custom-built-furniture-pieces.asp 
http://www.smokymountainwoodworks.com/ 
http://www.doopoco.com/bigallery.htm 
http://www.amishdirectfurniture.com/ 
http://www.specialtywoods.com/desks.htm 
http://www.woodgenius.com/ 
http://www.rjfinewood.com/ 
http://www.erikorganic.com/dining-room/dining-room-table.shtml  
Local Competition 
http://sweet-magic.com/ 
http://americancustomwoodworking.com/about.php 
http://www.rockler.com/ 
http://rosellecustomwoodwork.com/ 
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APPENDIX VII: Facebook Fanpage 
 
http://www.facebook.com/ApWoodhaus 
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APPENDIX VIII: Brochure 
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APPENDIX IX: Website 
 
HOMEPAGE 
 
ABOUT - Page 
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CONTACT – Page 
 
 
SHOP - Page 
 
 
 
